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ABSTRACT 
 
THEO HELM: Keeping up with the times: 
Are the sports sections of newspapers adapting to a changing media environment? 
(Under the direction of Debashis Aikat) 
 
    This thesis used content analysis to determine if four North Carolina newspapers and three 
national newspapers changed the content of the front pages of their sports pages between 
1995 and 2005 to compete with challenges coming from cable television and the Internet. If 
recaps of the day’s events are available instantaneously on cable television and the Internet, 
newspapers may adjust their niche by relying more on feature/analysis stores, local stories, 
local writers and more visual aids. 
    The research found that newspapers are not changing their niche in response to emerging 
media. Only one newspaper made statistically significant changes in publishing more 
feature/analysis stories and fewer recap stories in the time span. Only one newspaper made 
statistically significant changes in the location of stories it published. No newspapers made 
statistically significant changes in the type of authors they published, but most increased their 
use of either photos or graphics. 
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CHAPTER I 
 
INTRODUCTION 
 
Henry David Thoreau was living near Walden Pond in 1844 when the first telegraphed 
message was sent from Baltimore to Washington, D.C. A young reporter from a newspaper 
near Walden Pond approached him. The reporter’s editor wanted to know what Thoreau 
thought of the new invention and how it could affect the speed of communication. So the 
reporter asked Thoreau what he thought of a message that was transmitted so quickly from 
Baltimore to Washington.  
Thoreau is said to have thought for a moment before asking, “Well, what did it say?” 
(Flink, 1997, p. 267) 
The truth of the story may be debated, but there’s little doubting Thoreau’s skepticism 
about how the content of communications would benefit from the telegraph. As he wrote in 
Walden (1852), “We are in great haste to construct a magnetic telegraph from Maine to 
Texas; but Maine and Texas, it may be, have nothing important to communicate” (p. 34).  
Thoreau’s focus on a message’s content remains important 160 years later, as technology 
has steadily provided people with new, faster ways of accessing information. From the 
telegraph to the telephone to the radio to the television to the World Wide Web, the speed of 
the transfer of information has increased. At the same time, the number of sources of 
information also has grown exponentially. In 2006, with the spread of high-speed Internet 
 2 
access, information can be transmitted almost instantaneously. For newspaper readers, sports 
fans, and the editors that put together their newspapers, this has tremendous consequences. 
What do you give your readers each morning if they already know what happened yesterday? 
The purpose of this thesis is to examine if and how newspapers have changed the content 
in their sports sections as the speed of communication increased between 1995 and 2005. It 
specifically compares what types of stories newspapers are publishing, the length of the 
stories, and what the content of the stories were in 1995 and 2005. 
To put the changes between 1995 and 2005 in context, consider baseball fans. Those fans 
had only a few ways other than a newspaper in 1995 to keep up with their favorite teams. If 
someone in Boston wanted to follow the hometown Red Sox, the fan could look for the 
team’s results on television’s 11 p.m. news, ESPN’s SportsCenter, or in the next morning’s 
newspaper. If the Red Sox were playing on the West Coast, the fan’s options were to watch 
the late news for an update, stay up for the late edition of ESPN’s SportsCenter, or turn on 
the radio in the morning. The newspaper usually went to press too early to carry the results of 
West Coast games. Fans who followed their teams from afar — perhaps a Notre Dame alum 
in the South or a North Carolina alum on the West Coast — had to hope that their teams were 
ranked high enough to merit more coverage than a line or two of agate type.  
By 2005, fans’ options had increased dramatically. In addition to local news and 
SportsCenter, a fan could check for results on cable networks such as ESPN2, ESPNews, or 
regional Fox SportsNet outlets. Each network had its own “ticker” that continuously posted 
the scores of the day’s games at the bottom of the screen. Fans with computer access could 
log onto a Web site such as www.mlb.com and listen to the play-by-play of the game. They 
could visit dozens of Web sites that offered pitch-by-pitch accounts of the game as it 
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occurred. Box scores were available immediately after the game, and write-ups recapping 
what happened were posted quickly after the game. These were the staples of the morning 
newspaper, but by mornings in 2005, they were old news by the time many readers saw 
them. This exhaustive coverage expanded far beyond baseball and stretched to include every 
major sport and many minor ones as well. 
The number of readers who had access to cable television and the Internet grew a great 
deal as the sports media landscape changed in those 10 years between 1995 and 2005. 
According to the National Cable and Telecommunications Association, 38 national and 
regional cable networks dedicated solely to sports launched during that time, joining 19 that 
already existed. They included networks dedicated to national sports, such as ESPNews; 
networks dedicated to regional sports, such as Comcast Sports Chicago; networks dedicated 
to mainstream sports, such as the NFL Network and NBA TV; and networks dedicated to 
niche sports, such as Black Belt TV and Horse Racing TV.  
ESPN is the pioneer in sports cable broadcasting and had become the largest cable 
network in the United States by 2005, 26 years after its debut in 1979. It expanded its reach 
by starting ESPNews in 1996, ESPN Classic in 1997, ESPN HD in 2003, and ESPN 
Deportes in 2004, according to the National Cable and Telecommunications Association. 
These were added to ESPN’s existing two networks, ESPN and ESPN2. Fox launched Fox 
Sports in 1994, when the network acquired the rights to air National Football League games; 
in subsequent years, Fox bought regional sports networks and turned them into Fox-affiliated 
networks such as Fox Sports Midwest. In total, television aired 2,100 hours of national sports 
in 1979; by 1999, the amount had increased almost 20 times that to 41,000 hours. And while 
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six networks televised sports in 1979, by 1999 there were 79 that televised sports (Simons, 
1999, p. 69). 
Sports outlets on the Web grew just as much. By 2005, each of the new cable sports 
networks had its own corresponding Web site. Every major daily newspaper had its own 
Web site, and television news and cable news outlets had their own Web sites as well. 
These Web sites were greeted by an ever-growing audience. By 2005, 68% of the adults 
in the United States, or 137 million people 18 or older, said they went online. Of those going 
online, 53% had high-speed Internet access, or access through a digital subscriber line, 
wireless connection or fiber connection — an increase from 21% in 2002 (Fox, 2005). In 
August 2005, the top 10 Internet sports Web sites drew a combined 39.4 million viewers, 
according to the Center for Media Research. 
Sports editors must serve an audience in this competitive environment. These editors 
must attract readers who know that newspapers no longer provide the most up-to-date 
information. Editors must differentiate their newspapers from other, faster news sources. It 
raises the question of whether newspapers are reacting to their speedier competition, and if 
they are, how they have adapted their content.  
Content was what was important to Thoreau, and it is content that many editors think 
distinguishes their newspapers and sports sections from the competition. Arthur Ochs 
Sulzberger Jr., the publisher of The New York Times, sounded that theme during a speech in 
1994. “(Newspapers) can still win, that is, if they remember that, it’s the content, stupid,” he 
said. “I’ve had those words carved above my desk: ‘It’s the content, stupid’” (Konner, 1994, 
p. 4). 
 5 
Newspapers are being challenged by the speed of emerging competitors. As breaking 
news is available immediately and through multiple sources, newspaper editors must find 
new ways to maintain an audience that is becoming more accustomed to turning elsewhere to 
find news. The changes leave the question of whether newspapers are adapting by changing 
the content they offer readers. 
This thesis uses content analysis to determine if four North Carolina newspapers and 
three national newspapers changed the content of the front pages of their sports pages 
between 1995 and 2005 to compete with challenges emerging from cable television and the 
Internet. If recaps of the day’s events are available instantaneously on cable television and 
the Internet, it stands to reason that newspapers must change their niche by relying more on 
feature/analysis stores, local stories, local writers and more visual aids. 
The sports section is the logical section to use to search for changes. The front page 
offers a mix of news and features drawn from different sections of the paper; its mix of 
subjects disqualifies it. The sports section also works better than the local and feature 
sections. The biggest local news stories will be on the front page, and the feature section, by 
definition, does not offer breaking news. Only very rarely, such as when a city’s hometown 
sports franchise wins a major championship, does sports make the jump to the front page. 
The sports section offers the perfect mix of news and features that always appear in the sports 
section. 
Furthermore, sports’ definite distinctions between recap stories, feature stories, and 
analysis, along with the presence of online box scores, makes it a good research subject. 
Readers can’t follow play-by-play descriptions online on a subject such as politics as easily 
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as they can for a baseball or football game. Sporting events have precise beginnings and 
endings, lending the sports section easily to this type of analysis. 
In this thesis, Chapter 2 will review the literature dealing with how newspapers deal with 
competition, as well as ground the thesis in the theoretical framework of niche theory. 
Chapter 3 will detail the method for answering the research questions. Chapter 4 will present 
the results for the first research question. Chapter 5 will present the results for the second, 
third, and fourth research questions. Chapter 6 will discuss the results and offer an 
explanation for why newspapers are adapting to new competition. 
 
 
 
 
 
 
CHAPTER II 
 
LITERATURE REVIEW AND THEORETICAL FRAMEWORK 
 
Niche theory can frame how newspapers face the challenges from emerging media such 
as the Internet and cable television. The theory was put forth by Dimmick & Rothenbuhler 
(1984a) and advanced in several subsequent studies. The authors adopted it from the 
bioecological theory of the niche to explain how one media form displaces another. The 
theory predicts that a new medium will compete with established media for consumer 
satisfaction, consumer time, and advertising dollars. If competition does exist, then the older 
media faces exclusion or displacement when the new medium takes over some of the old 
roles played by the older medium (Dimmick, Kline & Stafford, 2000). In the media, 
however, competition usually leads to competitive displacement rather than competitive 
exclusion (Dimmick, 1993; Dimmick 1997; Dimmick & Rothenbuhler 1984a, 1984b).  
Two conditions must exist for a new medium to replace an old medium, Dimmick, et. al. 
(2000) wrote. “First, the new medium must gratify the same needs as the older medium; the 
degree of overlap must be high; second, the newer medium must be superior to the older 
form” (p. 24). 
In a series of studies, Dimmick and his research partners showed how niche theory 
applied to media. Dimmick and Rothenbuhler (1984a) found that radio stations went after 
local advertising dollars and television stations targeted national advertising dollars when 
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their niches overlapped highly. Dimmick and Rothenbuhler (1984b) found that newspapers, 
broadcast television, and radio attempted to differentiate themselves from one another to 
coexist in the same environment, causing them to become very different media by 1960. 
Dimmick (1992) found that cable television was gradually invading the niche space of 
broadcast television. 
Niche theory is applicable to this study because the Internet and cable television may be 
forcing newspapers to adapt to a new niche. Dimmick and Rothenbuhler (1984a) wrote, 
“When a new form invades an established community, for example, overlap between two or 
more forms may initially be quite high. Over time, however, the competitors may evolve 
differently in terms of resource utilization” (p. 107). In this way, newspapers may be 
adapting the content of their sports stories to coexist with new competition. 
The sports section has traditionally been neglected in academic research, despite the 
attention paid to it by editors and readers. Stepp (1999) found that the percentage of the 
newshole devoted to sports at 10 newspapers increased from 16% in 1964 to 21% in 1999 (p. 
63). But as noted in Stone (1987) and Wanta and Kunz (1997), even though the sports section 
has traditionally been one of the most read sections in the newspaper, there has been little 
academic research on sports.  Anderson (2001) also noticed that “academic researchers tend 
to ignore sports news, even though the sports section accounts for more than 20% of editorial 
content in metropolitan daily newspapers — more than any other category of news” (p. 357). 
There also exists little research on the Internet because the World Wide Web is in its 
infancy, especially compared with radio and television. Tomasello (2001) found that less 
than 4% of 961 articles in five leading communications academic journals focused on the 
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Internet from 1994 to 1999. The Internet also is changing and adapting quickly, making 
research and predictions from the mid-1990s, the start of this study, become quickly dated.  
Before academic studies on the Internet and its relationship to journalism began 
appearing in the late 1990s and into the 2000s, the Internet was usually referred to in 
sweeping predictions that included forecasts of doomsday scenarios for existing media 
(Fidler, 1992; Thomas, 1997; Ross, 2000; Dizard, 1997; Heikkinen & Reese, 1986; Leo, 
1997; Brown, 2000; Noack, 1998; Outing, 1999); reassurances — often by editors — that 
newspapers would still have a place in the media landscape (Morton, 1999; Cohen 1996; 
Udell, 1990; Bogart, 1999); or greater success for newspapers (Morton, 1993). 
No studies have been reported on how sports content has changed since sports and 
newspaper Web sites began launching on the Internet and cable television outlets increased 
exponentially. A few studies compared newspapers’ content with the content of their online 
counterparts, but the reported differences were mixed in three recent studies. Choi (2004) 
found few differences between the content of public journalism online newspapers and that 
in their print versions when she compared the two. 
Jung (2003), however, found that Internet business sites had longer average sentence 
lengths than their print counterparts and devoted more coverage to the stock market and 
individual firm news. Internet business sites also used more graphics while newspapers ran 
more photographs and devoted more coverage to the national economy and industry and 
executive news. 
Singer (2001) also found that newspapers and their online versions had content 
differences. She studied the print and online versions of six Colorado newspapers, comparing 
the amount of local and nonlocal news, sports and business content in each. She found that 
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online products have a much stronger local orientation than print ones, suggesting that online 
newspapers may be reinterpreting their role in connecting readers to the world beyond their 
local area. 
None of these studies looked at whether newspapers themselves changed their content as 
cable television outlets increased and the Internet expanded. So with little guiding research 
on the interplay between newspapers and emerging and expanding media, it is helpful to look 
to the past to see what research shows about the challenges posed historically by emerging 
media to existing media. When new media compete with existing media, one can learn if 
newspapers changed their content when faced with new competitors.  
It has been well documented that new media have consistently increased audience 
fragmentation (Abramson et al., 1988; Davis & Owen, 1998; Dizard, 1997; Webster, 1989; 
Webster & Phalen, 1997). With the advent of movies and radio, for instance, people spent 
less time on traveling performances (Edwards, 1915, Gulic, 1909; Hurley, 1937). In the 
United States, newspapers, radio, movies and network television all lost popularity when 
newer media were introduced (Cunningham & Walsh, 1958; DeFleur & Ball-Rokeach, 1989; 
Merrill & Lowenstein, 1971; Neuman, 1991, pp. 117-119). 
More recent research shows that newspapers continue to be affected by competition from 
television and radio. Shaver and Lacy (1999) looked at 40 daily newspapers and found a 
negative relationship between the number of radio and television stations in a newspaper’s 
market and the newspaper’s run-of-press advertising.  A logical inference is that at least 
some advertisers substituted advertising spending on television and radio for run-of-press 
newspaper advertising in some markets. 
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But others have shown that radio and television do not take readers away from 
newspapers. Bogart’s 1975 study found the decline in newspaper circulation caused no 
growth in television viewing. Bogart wrote, “While television news changes the function of 
the newspaper for many readers, competition from television is not a major factor in 
determining success or failure of newspapers” (p. 403). Research on 1984 newspapers found 
radio, cable, and television competition had no impact on financial commitment to 
newspapers (Lacy, 1988). 
Further contradictory evidence is found in Giffard’s study of the impact of television on 
daily newspapers in South Africa (1980). Giffard found that black newspaper readership rose 
with the advent of television, as did the circulations of morning newspapers in South Africa, 
where television was adopted nationally in 1976 rather than gradually as in the United States. 
Giffard noted that there were two trends in newspaper publishers’ strategies: moves toward 
either specialization or generalization. 
As for newspapers’ newest competitor, the research has yet to establish conclusively 
whether the Internet is supplanting or replacing newspapers and other media. One national 
survey of Internet users found that about one-third thought they were spending less time 
watching television in order to be online (Cyber Dialogue, 1998a). Another found that those 
who own computers or go online are less likely to get their news from television or 
newspaper sources (Pew Research Center for the People and the Press, 1996a). Since those 
studies were done, however, the number of adults in the United States with Internet access 
has increased dramatically, as has the number of adults who have high-speed Internet access. 
A more recent study surveyed 211 people in Ohio and found that Internet news clearly 
displaced traditional media as a news source. The study showed that the Internet had the 
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biggest effect on television, but 28% of those surveyed also reported using newspapers less 
(Dimmick and Yan Chen, 2004). 
Several studies contradict those findings, arguing that the Internet has yet to affect 
readership of newspapers. Bromley and Bowles (1995) found in a study examining the 
impact of the Internet on traditional news media that the overwhelming majority of 
respondents in their study reported no change in the amount of time they spent with 
traditional media after they began to use the Internet. The respondents in Mueller and 
Kamerer’s 1995 study said electronic newspapers were not satisfactory substitutes for printed 
newspapers. 
Chyi and Lasorsa (1999) found that people who read local newspapers online tend to read 
the same traditional newspaper. A study by Stempel, Hargrove, and Bernt (2000) showed 
huge gains in Internet use over the previous four years and a simultaneous decline in the use 
of local and network television news as well as newspapers. However, they concluded that 
the Internet was clearly not causing the decline of other media use because Internet users 
were more likely than non-users to read newspapers or listen to radio news. 
Stempel and Hargrove (2004) looked at the study further four years later and declared 
that the Internet was still not a major player as a news source. They wrote that television 
news and newspapers remained far ahead of the Internet in daily use for news. They found 
that 68.6% of those surveyed used Internet at least once in past week, but only 41.1% used it 
for news. For those who used media in past four to seven days, 80.7% used television news, 
61% read the newspaper, and 25.1% used Internet news. 
Althaus and Tewksberry’s 2000 survey of undergraduate students at a large public 
university found — contrary to their expectations — that reading the Internet as a news 
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source was positively related with reading newspapers but had no relationship with viewing 
news on television. Their study suggested that students used the Internet primarily as an 
entertainment source and not as a primary source of news; the Internet supplemented rather 
than substituted for traditional news media. A different survey found that only about 10% of 
people who go online for news said they also used traditional news sources such as television 
and newspapers less often (Pew Research Center for the People and the Press, 1998).  
It’s important to note, however, that several of those studies were completed during the 
Internet’s early stages. Even if competition hasn’t been conclusively established as having an 
effect on newspapers, it’s foolish to think that the Internet has no effect on them. Unlike 
television and radio, the Internet has been up to this point a largely written medium, making 
it more similar to newspapers. As Althaus and Tewksberry wrote: 
At some point in the not-too-distant future, the choice between new and 
traditional media will depend more on how well these technologies satisfy particular 
interests and needs of individual consumers than on the current social distribution of 
necessary equipment and skills. . . . (T)here are good reasons to expect that large 
segments of existing news audiences might well abandon those media for newer 
information technologies like the World Wide Web. (p. 41) 
 
So if it is accepted by many scholars that existing media face replacement by new media, 
and newspapers face challenges from new media, how do the existing media adapt? The 
research about evolving content in the face of competition is inconclusive. Coulson and Lacy 
(1996) found in a survey of 423 journalists that a majority said competing daily newspapers 
provided higher quality local news, a greater diversity of news, and a greater diversity of 
editorial opinions than noncompetitive dailies. 
Yet other studies (Borstel, 1956; Entman, 1985; Lacy, 1987) have shown little or no 
variation in editorial content with increased competition. These studies, however, were all 
completed before 1987, and as such don’t reflect the past decade’s changing media 
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environment. In a more recent article, Meyer (2004) said that changing the content of 
newspapers makes little difference in circulation performance, but he based his judgment on 
Bogart’s 1975 finding that editors at successful newspapers and unsuccessful newspapers 
shared the same definition of a quality newspaper (p. 27). To throw more confusion into the 
mix, Lacy (1987) studied how the effect of the growth of radio on newspaper competition, 
and he found that evidence of the actual influence of existing media is usually inconclusive. 
So how has newspaper content changed historically? Again, the research is inconclusive. 
In a survey of 1,300 newspapers, Bogart (1985) found shifts in the balance of international 
and national to local news, the ratio of features to hard news and the number of specialized 
columns. The responses show “major changes” in editorial content and in graphics and 
layout, he wrote (p. 82). About 66% of the newspapers responding reported they made 
“substantial changes” in editorial content between 1979 and 1983 (p. 82).  However, Bogart 
did not report what these changes were.  
Wilson and Igawa (1990) found that 75% of newspaper editors said they increased 
business and local coverage, and more than 60% of the editors said coverage of 
entertainment, education, health, and high school sports had increased. Stepp’s 1999 study of 
10 newspapers found that the newshole increased 101% between 1964 and 1999. “Today's 
newspapers have bigger newsholes, longer stories, lengthier leads and more jumps than those 
of a generation ago,” he wrote. “They pay dramatically more attention to business and 
sports” (p. 72). 
Meanwhile, Bridges and Bridges (1997) replicated a 1986 study of front-page newspaper 
content and found that changes to front-page material have been limited. Their study 
compared the presence of seven news attributes (proximity, timeliness, prominence, impact, 
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magnitude, conflict, and oddity) on the front pages of newspapers in 1986 and 1993, and 
though less front-page material was devoted to five of the seven attributes in 1993, Bridges 
and Bridges found that the changes were minimal.  
Stone and Boudreau (1995) found readers’ content preferences had changed very little 
between 1993 and 1994 from what they were in 1985. Both of Stone and Boudreau’s 
hypotheses — that newspaper content preferences changed significantly between 1985 and 
1993-94 and that preferences for entertainment have increased at the expense of interest in 
hard news categories during the same time period — were rejected. “In spite of the drastic 
changes in society and in the mass media during the decade beginning in the mid-1980s — 
all of the possible influences precipitated by volatile social issues to computers to MTV — 
newspaper readers have not changed their content preferences,” they wrote (p. 25). However, 
the two did not examine whether newspapers changed content. 
To go back to the original predictions, two scholars based their ideas of newspapers’ 
survival in the face of competition in the 1990s on one key: newspapers’ content. Though 
Fidler (1992) predicted the demise of the printing press, he thought newspapers would be 
successful in the future. “It will be content, not technology, that determines its (future means 
of mass communication) success,” he wrote. “And content is what newspaper publishers 
know best” (p. 26). 
Bogart (1999) wrote that newspapers would survive if editors give readers more choices: 
Features occupy a larger percentage of total editorial space, with the hard news of 
the day taking correspondingly less. This trend is undoubtedly fed by the realization 
on the part of the editors that many readers are already familiar with the headlines 
they see in the paper. With updated news — general, financial and sports — almost 
continually available over a number of cable channels and on the Internet, editors are 
inclined to cede their traditional task of reporting current events to a world that will 
be amazed to learn them. Although the great advantage newspapers have over 
electronic news is that they permit sustained narrative and serious analysis, editors 
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increasingly accept the mistaken notion that readers are too impatient to read a long 
story, especially one that jumps inside the front page (p. 64). 
 
Bogart also wrote that newspapers have begun to focus more on local stories, which 
would presumably be written by local writers. “It may well be that what attracts readers to 
local stories is not so much that they offer connections to familiar locales and personalities as 
that they are written fresh and have not been seen anywhere else first” (p. 65). 
The research has shown much discussion about the fate of newspapers in general at the 
beginning of the 21st century. Researchers have looked at business models, advertising 
lineage sales, and how competition with the Internet and cable television have affected 
readership levels. Fewer studies analyze the editorial content of newspapers, and even less 
explore sports in newspapers. A gap in the literature exists exploring whether editors are 
adapting to compete with cable television and the Internet. 
Cable television and the Internet have dramatically increased the speed at which 
information can be transmitted. Because of this, readers can go to numerous sources for 
instant access to scores, results and news from sporting events. Keeping niche theory in 
mind, it stands to reason that editors and publishers would attempt to differentiate themselves 
from other media by devoting less space to sports stories that simply recap the previous day’s 
events. Instead, with that information available in real time on the Web, newspapers could 
concentrate on feature stories and analysis to compete with the Internet. If sports fans can 
check scores and game stories in the evening before the following morning’s newspaper is 
printed, much less delivered, newspapers have less reason to devote space to these items. 
Newspapers can carve out a new niche for themselves by offering more feature stories and 
analysis. 
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Research Questions 
The speed of emerging online and network competitors are challenging newspapers and 
their sports sections. Editors must work to maintain a relationship with an audience that can 
find breaking news hours before they can read the next morning’s newspaper. This changing 
environment raises the question of whether newspapers are adapting by changing the content 
they offer readers in their sports sections. 
Research Question 1. How did the subjects of newspaper stories change between 2005 
and 1995? Are newspapers publishing more feature stories and devoting more space to 
feature stories than recap stories in 2005, compared with 1995? 
Research Question 2. How did the location of newspaper stories change between 1995 
and 2005? Are newspapers publishing more local and regional stories and devoting more 
space to local and regional stories than national stories in 2005, compared with 1995? 
Research Question 3. How did the authorship of newspaper stories change between 
1995 and 2005? Are newspapers publishing more stories by staff writers and devoting more 
space to staff writers than wire writers in 2005, compared with 1995? 
Research Question 4. How did newspapers change visually between 1995 and 2005? 
Are newspapers publishing more photos and graphics in terms of numbers and space in 2005, 
compared with 1995? 
 
 
 
 
 
 
CHAPTER III 
 
METHOD 
 
This chapter outlines how the research was conducted to determine if newspapers are 
changing the content of their sports sections to compete with emerging media. The thesis 
used content analysis to compare the type, length, authors, location of stories’ subjects, and 
photos and graphics on the front pages of sports sections in 1995 and 2005 of four North 
Carolina newspapers and the three largest, non-tabloid newspapers in the United States. 
Content analysis is a systematic method used to examine the content of print media in order 
to draw inferences about the communication system (Budd, Thorp & Donohew, 1967). 
A total of 2,202 units were coded for this study, including 1,164 from 1995 and 1,038 
from 2005. The North Carolina newspapers that were analyzed are The Charlotte Observer, 
the (Greensboro) News & Record, The Fayetteville Observer, and the Winston-Salem 
Journal. The national newspapers that were analyzed are The Washington Post, the Chicago 
Tribune, and the Los Angeles Times. The number of units for each newspaper ranged from 
260 in The Fayetteville Observer to 368 in the Washington Post. 
These newspapers for were chosen for several reasons. First, the North Carolina 
newspapers had four of the five largest circulations in the state as of September 30, 2005, 
according to the Audit Bureau of Circulation. The Charlotte Observer had a weekday 
circulation of 218,960; the News & Record, 89,930; the Winston-Salem Journal, 84,352; and 
The Fayetteville Observer, 71,634. The (Raleigh) News & Observer, which had a circulation 
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of 165,604, was not chosen because it began publishing online in 1993, two years before the 
scope of this study. The newspaper may have made changes between 1993 and 1995 that 
would not have been reflected in this research. 
The sample may be generalized as representative of the state’s population because the 
four newspapers represent the four of the six largest cities in the state. According to 2004 
estimates from the U.S. Census Bureau, Charlotte had a population of 594,359; Greensboro, 
231,543; Winston-Salem, 1991,523; and Fayetteville, 125,241. Durham, with a population of 
201,726, was not included in the sample because its hometown newspaper, the Herald-Sun, 
had only the eighth-highest circulation in the state. 
The four newspapers represent a range of ownership: Knight Ridder (The Charlotte 
Observer), Landmark Communications (News & Record), Media General (Winston-Salem 
Journal), and a family-owned newspaper (The Fayetteville Observer). Because the sample 
includes four different publishers, the research may indicate trends across the industry.  
The national newspapers that were analyzed — the Los Angeles Times, The Washington 
Post and the Chicago Tribune — had circulations that ranked fourth, sixth and eighth, 
respectively, in the country. These three newspapers were chosen because they are the three 
largest non-tabloid newspapers that include local news and have sections dedicated solely to 
sports. According to the Audit Bureau of Circulation, the Los Angeles Times had a daily 
circulation of 843,432; The Washington Post, 678,779; and the Chicago Tribune, 1,109,371. 
All circulations were as of September 30, 2005. The newspapers with the three largest 
circulations were USA Today, The Wall Street Journal and The New York Times. USA Today 
was not included because it had a nationwide circulation, so it did not contain local news. 
The Journal and the Times offer sports coverage but not dedicated sports sections. The fifth- 
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and seventh-ranked newspapers, the (New York) Daily News and the New York Post, are 
tabloids. 
Four constructed weeks from 1995 and four constructed weeks of 2005 were analyzed for 
each newspaper. As Riffe, et al. (1993) showed, two constructed weeks allow reasonable 
estimates of stories in a year’s worth of entire issues, and are far superior to random or 
consecutive day sampling. Four constructed weeks were randomly selected each from 1995 
and from 2005 to give enough data to make the results meaningful.   
The years 1995 and 2005 were selected to accurately compare publishing changes across 
all seven newspapers. In North Carolina, The Charlotte Observer went online in 1996; the 
News & Record, 1997; the Winston-Salem Journal, 1997; and The Fayetteville Observer, 
1995. Nationally, the Los Angeles Times went online in 1996; The Washington Post, 1996; 
and the Chicago Tribune, 1996. By choosing 1995 and 2005, adequate time was allowed for 
the Internet and cable television to have an effect on each newspaper while still comparing 
the newspapers over the same time range.  
The method of analysis is similar to the one used by Beam (2003) in his study of content 
differences between daily newspapers with strong and weak market orientations. In his study, 
Beam examined the front or main pages of six or seven sections in each newspaper and used 
a constructed four-week sample of each newspaper. Beam’s unit of observation was defined 
as a self-contained narrative or visual plus any additional textual, photographic or graphic 
information. Similarly, Jung (2003) used the front pages of business sections when 
comparing the content and readability of newspapers’ business sections and Web 
counterparts. 
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In this study, the content unit is defined as a self-contained narrative or visual plus any 
additional textual, photographic or graphic information on the front page of the sports 
section. Each unit was coded for type, length, author, location, and accompanying 
photographs and graphics. A second coder coded 175 units to perform a reliability test with 
an assumed level of agreement in the population of 90% and a 99% level of probability. 
Scott’s pi was used to determine intercoder reliability.  
Each unit was coded as one of 14 categories: recap of event; opinion column; feature or 
profile of a person, team or event; story about an issue; update on continuing event; preview 
of game or event; analysis; secondary angle to main story; series; a box referring to stories 
inside the section; reader’s note; investigative story; standalone photograph; or standalone 
graphic. Scott’s pi for this variable was .795. 
Each unit was measured in square inches to the nearest 1/8 inch but expressed as a 
percentage. The percentage represented a proportion of the space available on the page, and 
did not include the masthead, flag, folios and standing section heads (Bridges, 1989; Lacy, 
1988; Bridges & Bridges, 1997). Each story was measured twice and differences were 
resolved. Scott’s pi for this variable was .868. 
The author of each unit was coded as staff reporter or photographer, staff columnist, staff 
report, wire reporter or photographer, wire columnist or wire report. Scott’s pi for this 
variable was .905. 
The location of the subject of each unit was coded as local, regional or national. Local 
was defined as in the newspaper’s circulation area. Regional was defined as a subject in the 
same state as the newspaper or a subject that does not contain local people but affects those 
in the local area. For example, a 2005 story about Boston College in a North Carolina 
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newspaper was coded as regional because the school is in the Atlantic Coast Conference, 
which includes several member schools in the state. National was any subject beyond the 
local and regional areas. Scott’s pi for this variable was .852. 
The number of accompanying photos or graphics will be coded for each content unit. 
Scott’s pi for photos was .894; it was .867 for graphics. 
Two separate statistical analyses were used to answer each research question. The 
percentage of each category in each variable in 1995 and 2005 were compared, and chi 
square was used to determine statistical significance. Then the mean percentages of space of 
a day’s newspaper for each category in each variable were compared. An analysis of variance 
was used to determine statistical significance. Both calculations were done for the seven 
newspapers in total and for each newspaper individually.  
 
 
 
 
 
 
CHAPTER IV 
 
NEWSPAPERS AND TYPES OF STORIES 
 
This chapter answers the first research question, which asked whether newspapers 
changed the type of stories they published to compete with emerging media. The research 
found that only one newspaper, The Fayetteville Observer, made statistically significant 
changes in the types of stories it published. 
In looking at all seven newspapers together, the research showed no statistically 
significant changes from 1995 to 2005 in the 14 values assigned to assess the subject of each 
content unit. As seen in Table 1, just four of the values – recap, feature, opinion, and refer to 
inside page — each had more than 115 total units.  
Because of this lack of significance, as well as the number of values that had 10 or fewer 
units, the values were collapsed into three new categories. The values of “recap” and “refer 
to inside page” remained the same. The units that were coded as injury/beat coverage, 
preview, secondary angle, feature, opinion, analysis, issue, series and investigative were 
recoded as “feature/analysis.”  
The six units that were coded as standalone photo and standalone graphic were examined 
a second time and recoded into one of the three new categories: recap, feature/analysis, and 
refer to the inside, depending on the subject of the photos and graphics. Finally, the one unit 
that was coded as “reader’s note” was discarded because it did not have any relevance to this 
study. 
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Table 1 
 
Number and Percentage of Stories by Type, 1995-2005 
________________________________________________________________________ 
 
Type    1995   2005 
    n = 1,164  n = 1,038 
________________________________________________________________________ 
Recap    539   444 
    46.3%   42.8% 
 
Injury/beat coverage  8   5 
    0.7%   0.5% 
 
Preview    95   84 
    8.2%   8.1% 
 
Secondary angle   1   1 
    0.1%   0.1% 
 
Feature    158   162 
    13.6%   15.6% 
 
Opinion    168   149 
    14.4%   14.4% 
 
Analysis    64   51 
    5.5%   4.9% 
 
Issue     1   1 
    0.1%   0.1% 
 
Series    0   3 
    0.0%   0.3% 
 
Standalone photo   2   2 
    0.2%   0.2% 
 
Refer to inside page  129   137 
    11.1%   13.2% 
 
Standalone graphic  0   2 
    0.0%   0.2% 
 
Investigative   1   0 
    0.1%   0.0% 
 
Reader’s note   0   1 
    0.0%   0.1% 
________________________________________________________________________ 
χ2 = 11.275, p = .420 
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The justification for the reclassification of the variables is fairly self-explanatory. The 
goal of the research was to determine whether the subjects of newspaper stories focused less 
on the previous day’s events and more on feature stories or analysis during a time when recap 
information was widely available almost instantaneously on cable television and the Internet.  
Dividing the units into recap stories and feature/analysis stories presented the easiest way 
to make this distinction. Recap stories by definition described events that happened the 
previous day; the categories that were recoded as feature/analysis focused on subjects beyond 
the previous day’s events. 
The recoding served one other purpose as well: it increased Scott’s Pi for intercoder 
reliability for the unit from .795 to .920. While the two coders overwhelmingly agreed on 
which units should be coded as a recap story or a refer-to-inside unit, there was considerably 
more disagreement among other values. For example, while it may be easy to decide if a 
given unit recapped a previous day’s events, there was more confusion for deciding whether 
a given unit was an opinion story or an analysis story. This played out in several of the 
values. Combining all the units that went beyond recapping the previous day’s events 
increased intercoder reliability considerably. 
However, as Table 2 shows, collapsing the 14 values into 3 values did not provide a 
statistically significant answer to whether the seven newspapers in sum changed the content 
of their stories in any meaningful way between 1995 and 2005. The changes in percentage of 
each value between the two years are small – all 3.6 percentage points or less – and a 
significance of .141 shows that even those small changes are not statistically significant. 
The changes in individual newspapers were mixed, as Table 3 shows, and cannot be 
summarized with any sweeping statements. The three national newspapers did not show any 
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statistically significant changes, with significance levels ranging from .192 to .878. The 
North Carolina newspapers changed in ways that were statistically significant but 
substantially different from each other.  
Table 2 
 
Number and Percentage of Stories by Type, 1995-2005 (collapsed) 
________________________________________________________________________ 
 
Type    1995   2005 
    n = 1,164  n = 1,037 
________________________________________________________________________ 
Recap    538   442 
    46.2%   42.6% 
 
Feature/Analysis   497   458 
    42.7%   44.2% 
 
Refer to inside page  129   137 
    11.1%   13.2% 
________________________________________________________________________ 
χ2 = 3.922, p = .141 
There were no observable patterns among the four North Carolina newspapers in the 
percentages of feature/analysis stories and recap stories. The Charlotte Observer published a 
greater percentage of feature stories in 1995, while the three other newspapers published 
more recap stories. By 2005, all but the Winston-Salem Journal ran a greater percentage of 
feature/recap stories than recap stories. 
Only two of the North Carolina newspapers, the News & Record and The Fayetteville 
Observer, seem to show support for the idea that newspapers are running fewer recap stories 
and more feature/analysis stories in 2005 than 1995. The News & Record seems to show this 
more than The Fayetteville Observer, as the percentage of stories in the News & Record that 
were recap stories decreased from 1995 to 2005, while the percentage of stories that were 
feature/analysis stories increased. Meanwhile, the percentage of refer-to-inside units changed 
much less than the other two categories. In The Fayetteville Observer, the drop in the 
percentage of stories that were refer-to-inside units seemed to drive the increase in the 
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percentage of stories that were feature/analysis stories. The Fayetteville Observer in 2005 did 
not have any refer-to-inside units that appeared below the standing section head, a drop of 
16.6 percentage points, while the percentage of feature/analysis stories increased 20.7 
percentage points. It is important to remember as well that the chi square values do not show 
which part of the whole is the determining factor in showing significance; it could be the 
difference between the categories, or it could be the difference between the years. 
 
Table 3 
 
Number and Percentage of Stories Published by Type and Newspaper, 1995-2005 
______________________________________________________________________________________ 
 
  Charlotte     Greensboro  Winston-Salem  Fayetteville 
  Observer    News & Record Journal   Observer 
Type  1995 2005     1995     2005  1995 2005  1995 2005 
  n=178 158     n=147    138  n=148 131  n=157 103 
______________________________________________________________________________________ 
Recap  73 53     74     53  84 60  72 43 
  41.0% 33.5%     50.3%    38.4% 56.8% 45.8%  45.9% 41.7% 
 
Feature/  90 68     65     81  62 50  59 60 
Analysis  50.6% 43.0%     44.2%    58.7% 41.9% 38.2%  37.6% 58.3% 
 
Refer to  15 37     8     4  2 21  26 0 
inside page 8.4% 23.4%     5.4%     2.9%  1.4% 16.0%  16.6% 0.0% 
______________________________________________________________________________________ 
χ2 = 14.406     χ2 = 6.281  χ2 = 20.020  χ2 = 23.103 
  p = .001      p = .043  p = .000   p = .000 
 
______________________________________________________________________________________ 
 
  Los Angeles   Washington  Chicago 
  Times   Post   Tribune 
Type  1995 2005  1995 2005  1995 2005 
  n=192 168  n=195 173  n=147 166 
______________________________________________________________________________________ 
Recap  90 80  99 86  46 67 
  46.9% 47.6%  50.8% 49.7%  31.3% 40.4% 
 
Feature/  74 61  72 69  75 69 
Analysis  38.5% 36.3%  36.9% 39.9%  51.0% 41.6% 
 
Refer to  28 27  24 18  26 30 
inside page 14.6% 16.1%  12.3% 10.4%  17.7% 18.1% 
______________________________________________________________________________________ 
χ2 = 0.259  χ2 = 0.521  χ2 = 3.297 
  p = .878   p = .771   p = .192 
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In The Charlotte Observer and the Winston-Salem Journal, it appears as if the percentage 
of refer-to-inside units increased at the expense of the percentage of stories that were recap 
stories and the percentage of stories that were feature/analysis stories. The decreases in the 
two categories were roughly the same in the Charlotte Observer, 7.5 percentage points and 
7.6 percentage points, respectively. In the Journal, the percentage of stories that were recap 
stories decreased far more than the percentage of stories that were feature/analysis stories – 
11.0 percentage points and 3.7 percentage points, respectively. 
As for the amount of space given to recap stories, feature/analysis stories, and refer-to-
inside units, the seven newspapers as a whole did not give more space to feature/analysis 
stories at the expense of recap stories. The mean percentage of space, a measure of the 
average amount of space that category used of a day’s page, increased for both values, while 
the mean percentage for refer-to-inside units decreased (Table 4). The mean percentage for 
recap stories did increase slightly more than that of feature/analysis stories, with a gain of 3.8 
percentage points compared with a gain of 2.4 percentage points. 
 
Table 4 
 
Mean Percentage of Space by Type of Story, 1995-2005 
________________________________________________________________________ 
 
Type    1995   2005 
    n = 1,164  n = 1,037 
________________________________________________________________________ 
Recap    18.4%   22.2% 
 
Feature/Analysis   16.1%   18.5% 
 
Refer to inside page  9.9%   5.6% 
________________________________________________________________________ 
F (1, 2199) = 10.386, p  = .001 
 
 29 
The changes in the amount of space given to each type of story were not statistically 
significant for most newspapers (Table 5). The national newspapers again did not show any 
significant differences, nor did The Charlotte Observer, the Winston-Salem Journal, and the 
News & Record.  
In The Fayetteville Observer, however, the space given to recap stories and 
feature/analysis stories increased as the space given to refer-to-inside units decreased. This 
suggests that perhaps the refer-to-inside units were suffering as editors gave more space to 
recap stories and feature/analysis stories. The growth in The Fayetteville Observer was 
roughly the same for recap stories and feature/analysis stories – 5.3 percentage points and 5.6 
percentage points, respectively.  
The Fayetteville Observer is the only newspaper in the study that showed statistically 
significant changes in both the number of stories published and the amount of space given to 
stories.  Still, it is a slight change. The percentages of space given to both recap stories and 
feature/analysis stories were similar and increased at roughly the same rate from 1995 to 
2005, and the newspaper did increase the percentage of stories that were feature/analysis 
from 37.6% in 1995 to 58.3% in 2005. This appears to come at the expense of refer-to-inside 
units, not recap stories, because refer-to-inside units were eliminated in 2005. 
In sum, the research offered no backing for the assertion that newspapers are reacting to 
cable television and the Internet by concentrating more on feature/analysis stories than recap 
stories. Only The Fayetteville Observer showed statistically significant increases in the both 
number of feature/analysis stories published and the amount of space given to 
feature/analysis stories. 
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Table 5 
 
Mean Percentage of Space by Type of Story and Newspaper, 1995-2005 
______________________________________________________________________________________ 
 
  Charlotte     Greensboro  Winston-Salem  Fayetteville 
  Observer    News & Record Journal   Observer 
Type  1995 2005     1995     2005  1995 2005  1995 2005 
  n=178 158     n=147    138  n=148 131  n=157 103 
______________________________________________________________________________________ 
Recap  18.9% 26.0%     18.6%    20.8% 21.8% 25.8%  21.2% 26.5% 
 
 
Feature/  15.1% 16.7%     16.5%    20.6% 15.1% 21.9%  18.6% 24.2% 
Analysis    
 
Refer to  4.2% 6.4%     9.8%     4.7%  8.5% 6.2%  3.1% 0.0% 
inside page  
______________________________________________________________________________________ 
  F (1, 334) = 1.037   F (1, 283) = 2.831 F (1, 277) = 1.986           F (1, 258) = 20.256  
p = .309      p = .094  p = .160   p = .000 
 
______________________________________________________________________________________ 
 
  Los Angeles   Washington  Chicago 
  Times   Post   Tribune 
Type  1995 2005  1995 2005  1995 2005 
  n=192 168  n=195 173  n=147 166 
______________________________________________________________________________________ 
Recap  13.3% 17.2%  16.9% 20.5%  20.4% 22.6% 
   
 
Feature/  14.7% 19.2%  13.7% 13.0%  19.5% 15.5% 
Analysis   
 
Refer to  18.9% 3.6%  5.0% 7.9%  15.0% 4.6% 
inside page  
______________________________________________________________________________________ 
  F (1, 358) = .712  F (1, 366) = 2.153 F (1, 311) = 3.130   
p = .399   p = .143   p = .078 
 
 
 
 
 
CHAPTER V 
 
LOCATION OF STORIES, AUTHORS OF STORIES, PHOTOS, AND GRAPHICS 
 
This chapter answers the second, third, and fourth research questions, which asked 
whether newspapers changed the location of stories they published, the authors of their 
stories, and the number of photos and graphics they published. The research found that only 
one newspaper, the Winston-Salem Journal, made statistically significant changes in the 
location of stories it published. No newspapers made statistically significant changes in the 
authors they published, and the changes varied in the photos and graphics that newspapers 
published. 
How the Location of Stories Changed 
The research showed slight changes in the percentages of local, regional and national 
stories that the seven newspapers published combined. Refer-to-inside units were not 
included in this analysis because they do not refer to stories on the front page, and because 
they often refer to multiple stories on the inside of the section. 
Overall, newspapers ran slightly more local and regional stories in 2005 than in 1995, and 
it seems as if these increases came at the expense of national stories (Table 6). The increase 
in local stories was greater than the increase in regional stories: 4.8 percentage points and 1.3 
percentage points, respectively. What is more striking than those changes is the decrease in 
total number of stories. Newspapers ran 1,034 stories in 1995 and 899 stories in 2005, a 
decrease of 13.1 percent.  
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Table 6 
 
Number and Percentage of Stories by Subject’s Location, 1995-2005 
________________________________________________________________________ 
 
Type    1995   2005 
    n = 1,034  n = 899 
________________________________________________________________________ 
Local    622   584 
    60.2%   65.0% 
 
Regional   117   113 
    11.3%   12.6% 
 
National    295   202 
    28.5%   22.5% 
________________________________________________________________________ 
χ2 = 9.286, p = .010 
Individually, the newspapers again did not make any systematic changes, as Table 7 
shows. The Charlotte Observer, News & Record, The Fayetteville Observer, Los Angeles 
Times and The Washington Post each made no statistically significant changes in the 
percentages of local, regional and national stories they published in 1995 and 2005.  
The Winston-Salem Journal did the opposite of what was expected. Rather than react to 
the changing media environment by providing more local stories that cannot be found in 
national media, the Journal decreased the percentage of local stories it published. While two-
thirds of its stories were local stories in 1995, that figure dropped to 55.5% in 2005. Instead, 
regional stories in the Journal showed a large increase, more than doubling between 1995 
and 2005, from 13.0% to 27.3%. National stories registered a minor change, with a decrease 
of 1.9 percentage points. 
The Chicago Tribune, the only other newspaper to show a statistically significant change, 
performed closer to the researcher’s expectations. It increased the local stories it published 
dramatically – from 58.7% of stories in 1995 to 73.5% of stories in 2005 – while decreasing 
the percentage of regional and national stories. National stories suffered the larger drop, 
going from 30.6% of stories in 1995 to 17.6% of stories in 2005.  
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This change, however, can likely be attributed more to Ozzie Guillen and the Chicago 
White Sox than the Internet and cable television. The Guillen-led Sox led its division most of 
2005 and won the World Series in October of that year. The stories about the White Sox 
would be considered national in every other newspaper in this study, but those stories were 
local ones to the Tribune’s readers. 
Table 7 
 
Number and Percentage of Stories by Subject’s Location and Newspaper, 1995-2005 
______________________________________________________________________________________ 
 
  Charlotte     Greensboro  Winston-Salem  Fayetteville 
  Observer    News & Record Journal   Observer 
Type  1995 2005     1995     2005  1995 2005  1995 2005 
  n=164 121     n=139    134  n=146 110  n=131 103 
______________________________________________________________________________________ 
Local  105 77     83     89  99 61  61 58 
  64.0% 63.6%     59.7%    66.4% 67.8% 55.5%  46.6% 56.3% 
 
Regional 17 20     9     13  19 30  28 26 
  10.4% 16.5%     6.5%     9.7%  13.0% 27.3%  21.4% 25.2% 
 
National  42 24     47     32  28 19  42 19 
  25.6% 19.8%     33.8%    23.9% 19.2% 17.3%  32.1% 18.4% 
______________________________________________________________________________________ 
χ2 = 3.042     χ2 = 3.694  χ2 = 8.320  χ2 = 5.551 
  p = .219      p = .158  p = .016   p = .062 
 
______________________________________________________________________________________ 
 
  Los Angeles   Washington  Chicago 
  Times   Post   Tribune 
Type  1995 2005  1995 2005  1995 2005 
  n=164 141  n=169 154  n=121 136 
______________________________________________________________________________________ 
Local  108 97  95 102  71 100 
  65.9% 68.8%  56.2% 66.2%  58.7% 73.5% 
 
Regional  17 5  14 7  13 12 
  10.4% 3.5%  8.3% 4.5%  10.7% 8.8% 
 
National  39 39  60 45  37 24 
  23.8% 27.7%  35.5% 29.2%  30.6% 17.6% 
______________________________________________________________________________________ 
χ2 = 5.432  χ2 = 4.037  χ2 = 6.877 
  p = .066   p = .133   p = .032 
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The seven newspapers in total increased the space given to local stories, regional stories, 
and national stories. While the total number of stories may have dropped from 1,034 in 1995 
to 899 in 2005, it appears that the decrease may have been somewhat offset by the increase in 
the mean percentage of space on a day’s page in each category. 
 
Table 8 
 
Mean Percentage of Space by Location of Story’s Subject, 1995-2005 
________________________________________________________________________ 
 
Type    1995   2005 
    n = 1,034  n = 899 
________________________________________________________________________ 
Local    17.5%   20.1% 
________________________________________________________________________ 
Regional   16.2%   23.7% 
________________________________________________________________________ 
National    17.3%   19.4% 
________________________________________________________________________ 
F (1, 1931) = 22.489, p = .000 
The three categories were similar in size in 1995, with each falling in the range of 16.2% 
of the page to 17.5% of the page. Local and national stories remained similarly clustered in 
2005, but the space given to regional stories increased at about three times the rate as that 
given to local and national stories: a gain of 7.5 percentage points, compared with gains of 
2.6 percentage points and 2.1 percentage points, respectively. 
Table 9 shows the differences in space given to local, regional, and national stories 
according to each newspaper. The News & Record, The Washington Post, and the Chicago 
Tribune did not make any statistically significant changes between 1995 and 2005.  
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Table 9 
   
Mean Percentage of Space by Location of Story’s Subject and Newspaper, 1995-2005 
______________________________________________________________________________________ 
 
  Charlotte     Greensboro  Winston-Salem  Fayetteville 
  Observer    News & Record Journal   Observer 
Type  1995 2005     1995     2005  1995 2005  1995 2005 
  n=164 121     n=139    134  n=146 110  n=131 103 
______________________________________________________________________________________ 
Local  18.2% 20.7%     18.0%    19.0% 20.1% 23.4%  20.0% 25.8% 
 
 
Regional 11.5% 25.3%     16.2%    29.9% 13.5% 26.4%  20.6% 23.3% 
    
 
National  15.1% 17.3%     17.3%    21.8% 18.7% 22.4%  19.7% 26.1% 
  
______________________________________________________________________________________ 
  F (1, 283) = 4.726     F (1, 271) = 2.720 F (1, 254) = 8.731         F (2, 232) = 8.107  
p = .031         p = .100  p = .003   p = .005 
 
 
______________________________________________________________________________________ 
 
  Los Angeles   Washington  Chicago 
  Times   Post   Tribune 
Type  1995 2005  1995 2005  1995 2005 
  n=164 141  n=169 154  n=121 136 
______________________________________________________________________________________ 
Local  13.5% 18.3%  14.8% 17.6%  19.6% 19.5% 
   
 
Regional 15.1% 14.8%  14.3% 18.4%  20.7% 15.8% 
   
 
National   14.5% 18.0%  17.2% 16.2%  19.8% 18.6% 
  
______________________________________________________________________________________ 
  F (1, 303) = 8.298 F (1, 321) = 1.182 F (1, 255) = .243   
p = .004   p = .278   p = .622 
 
The other newspapers showed statistically significant changes, with all but one increasing 
the space given to all three categories. Only the Los Angeles Times cut back on the space 
given to one of the categories, as it decreased the mean percentage of space given to regional 
stories from 15.1% of the page in 1995 to 14.8% in 2005. 
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The range of increases varied from newspaper to newspaper. Both The Charlotte 
Observer and the Winston-Salem Journal increased the space given to regional stories at a far 
greater rate than the space given to local and national stories. The increases given to stories 
in The Fayetteville Observer and the Los Angles Times – with the exception of the Times’ 
regional stories – fell in a narrower range. 
The Winston-Salem Journal was the only newspaper to make statistically significant 
changes in both the numbers of stories it published and the amount of space it gave to each. 
Table 7 showed that the Journal cut back on the percentage of local stories while increasing 
the percentage of regional stories, and Table 9 shows the same pattern. The space given to 
both local and national stories increased at a similar rate, with both increasing between 3 
percentage points and 4 percentage points. Regional stories, however, increased 12.9 
percentage points, with each one covering about one-quarter of a page on average. Similar to 
The Fayetteville Observer in Chapter 4, a newspaper increased both the number and space 
given to a particular type of story. In this case, the research shows that the Journal increased 
its emphasis on regional stories.  
How the Authors of Stories Changed 
The research showed slight changes in the percentages of stories written by staff writers 
and stories written by wire writers in 1995 and 2005. Refer-to-inside units were not included 
in this analysis because they do not refer to stories on the front page, and because they refer 
to multiple stories on the inside of the section that are written by both staff writers and wire 
writers. 
There was a slight increase of 4.8 percentage points from 1995 to 2005 in the percentage 
of stories written by staff writers, which came at the expense of stories written by wire 
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writers (see Table 10). Overall, staff writers wrote the vast majority of stories. This is 
somewhat expected, given that the Los Angeles Times, The Washington Post, Chicago 
Tribune, and Charlotte Observer all rank in the top 50 in the country in largest circulation, 
and three of those rank in the top 10. These larger newspapers presumably have larger staffs 
and need to rely less on wire copy.  
 
Table 10 
 
Number and Percentage of Stories by Author, 1995-2005 
________________________________________________________________________ 
 
Type    1995   2005 
    n = 1,035  n = 901 
________________________________________________________________________ 
Local    843   777 
    81.4%   86.2% 
 
Wire    192   124 
    18.6%   13.8% 
________________________________________________________________________ 
χ2 = 8.086, p = .004 
 
Looking at the individual newspapers bears this idea out (see Table 11).  The three 
national newspapers ran very small percentages of stories written by wire writers. In fact, in 
the two years that were studied, the Los Angeles Times, The Washington Post, and the 
Chicago Tribune each ran a total of just 13, 13, and 11 wire stories, respectively. 
The Fayetteville Observer is the smallest newspaper in the study, and it ran more wire 
copy than any of the other newspapers. Surprisingly, the Charlotte Observer has a circulation 
about 2.6 times the size of that or the Winston-Salem Journal, yet the Observer ran more wire 
stories than the Journal.  
Of the individual newspapers, only the News & Record made any changes between 1995 
and 2005 that were statistically significant. The News & Record increased the percentage of 
stories written by staff writers while it relied less on wire stories. 
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Table 11 
 
Number and Percentage of Stories by Author and Newspaper, 1995-2005 
______________________________________________________________________________________ 
 
  Charlotte     Greensboro  Winston-Salem  Fayetteville 
  Observer    News & Record Journal   Observer 
Type  1995 2005     1995     2005  1995 2005  1995 2005 
  n=164 121     n=139    134  n=146 110  n=131 103 
______________________________________________________________________________________ 
Local  128 103     90     102  118 94  71 63 
  78.0% 85.1%     64.7%    76.1% 80.8% 85.5%  54.2% 61.2% 
 
Wire  36 18     49     32  28 16  60 40 
  22.0% 14.9%     35.3%    23.9% 19.2% 14.5%  45.8% 38.8% 
______________________________________________________________________________________ 
χ2 = 2.270     χ2 = 4.228  χ2 = 0.946  χ2 = 1.144 
  p = .132      p = .040  p = .331   p = .285 
 
 
______________________________________________________________________________________ 
 
  Los Angeles   Washington  Chicago 
  Times   Post   Tribune 
Type  1995 2005  1995 2005  1995 2005 
  n=164 142  n=170 155  n=121 136 
______________________________________________________________________________________ 
Local  156 137  164 148  116 130 
  95.1% 96.5%  96.5% 95.5%  95.9% 95.6% 
 
Wire  8 5  6 7  5 6 
  4.9% 3.5%  3.5% 4.5%  4.1% 4.4% 
______________________________________________________________________________________ 
χ2 =0.344  χ2 = 0.206  χ2 = 0.012 
  p = .557   p = .650   p = .912 
 
The newspapers as a whole gave about the same amount of space to both staff stories and 
wire stories (see Table 12). Both categories had a mean percentage of space on a day’s page 
of about 17% in 1995. Though the space given to wire stories in 2005 increased slightly more 
than the space given to staff stories, the two categories were still within 0.7 percentage points 
of each other. 
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Table 12 
 
Mean Percentage of Space by Author, 1995-2005 
________________________________________________________________________ 
 
Type    1995   2005 
    n = 1,035  n = 901 
________________________________________________________________________ 
Local    17.3%   20.2% 
 
Wire    17.1%   20.9% 
________________________________________________________________________ 
F (1, 1934) = 22.176, p = .000 
 
Individually, the Charlotte Observer, the Winston-Salem Journal, The Fayetteville 
Observer, and the Los Angeles Times showed statistically significant changes over the 10-
year period (see Table 13). The three North Carolina newspapers increased the space given to 
both staff and wire stories at about the same rate, and for each of those newspapers, the two 
categories were just a few percentage points apart. 
The Los Angeles Times increased the space given to staff stories while decreasing the 
space given to wire stories. This finding, though statistically significant, remains suspect 
because of the small sample size of wire stories. The Times published only 8 wire stories in 
1995 and 5 wire stories in 2005. 
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Table 13 
   
Mean Percentage of Space by Author and Newspaper, 1995-2005 
______________________________________________________________________________________ 
 
  Charlotte     Greensboro  Winston-Salem  Fayetteville 
  Observer    News & Record Journal   Observer 
Type  1995 2005     1995     2005  1995 2005  1995 2005 
  n=164 121     n=139    134  n=146 110  n=131 103 
______________________________________________________________________________________ 
Local  16.9% 21.0%     17.7%    20.5% 19.2% 23.8%  20.9% 26.1% 
 
 
Wire  16.1% 19.4%     17.6%    21.3% 18.0% 25.1%  19.0% 23.8% 
    
______________________________________________________________________________________ 
  F (1, 283) = 4.726    F (1,271) = 2.720 F (1, 254) = 8.731           F (1, 232) = 8.107 
p = .031         p = .100  p = .003   p = .005 
 
 
______________________________________________________________________________________ 
 
  Los Angeles   Washington  Chicago 
  Times   Post   Tribune 
Type  1995 2005  1995 2005  1995 2005 
  n=164 142  n=170 155  n=121 136 
______________________________________________________________________________________ 
Local  14.1% 18.3%  15.9% 17.5%  20.0% 19.0% 
   
 
Wire   10.6% 7.5%  7.5% 9.9%  13.7% 18.1% 
   
______________________________________________________________________________________ 
  F (1, 304) = 7.891 F (1, 323) = 1.175 F (1, 255) = 0.243   
p = .005   p = .279   p= .622 
 
How the Number of Photos and Graphics Changed 
The research showed that newspapers used more photos and graphics in 2005 than in 
1995 (see Table 14). The average number of photos per story increased 31% from 1995 to 
2005, and the average number of graphics per story increased 85% in the same period. Four 
out of five stories were accompanied by a photo in 2005, and about one-third of stories 
featured graphics. This finding gives an indication that editors may have reacted to a 
changing media environment by changing the visual look of their newspapers. 
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Table 14 
 
Average Number of Photos and Graphics per Story, 1995-2005 
________________________________________________________________________ 
 
Type    1995   2005 
    n = 1,164  n = 1,038 
________________________________________________________________________ 
Photo    0.61   0.80 
 
 
Graphic    0.20   0.37 
     
________________________________________________________________________ 
    F (1, 2200) = 28.702 F (1, 2199) = 60.351 
    p = .000   p = .000 
 
The research shows the same changes to varying degrees among the individual 
newspapers (see Table 15). The Washington Post and The Fayetteville Observer increased 
the use of both photos and graphics in the 10-year period. The Fayetteville Observer showed 
the greatest degree of change of all the newspapers, as the average number of photos per 
story increased 124% and the average number of graphics increased 279%. On the other end 
of the scale, the Chicago Tribune made no statistically significant changes in the way it used 
photos or graphics. 
The remaining four newspapers showed changes somewhere in the middle. The Charlotte 
Observer and Winston-Salem Journal both used more photos, but neither changed its use of 
graphics in a statistically significant way. The News & Record and the Los Angeles Times did 
the opposite; both showed increases in the number of graphics each used, but no statistically 
significant changes in the number of photos. 
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Table 15 
 
Average Number of Photos and Graphics per Story by Newspaper, 1995-2005 
______________________________________________________________________________________ 
 
  Charlotte     Greensboro  Winston-Salem  Fayetteville 
  Observer    News & Record Journal   Observer 
Type  1995 2005     1995     2005  1995 2005  1995 2005 
  n=178 158     n=147    138  n=148 131  n=157 103 
______________________________________________________________________________________ 
Photo  .44 .78     .70     .87  .65 .91  .50 1.12 
   
 
Graphic  .26 .28     .18     .54  .25 .18  .14 .53  
   
______________________________________________________________________________________ 
Photo  F (1, 334) = 16.532    F (1,283) = 3.410 F (1, 277) = 10.590         F (1, 258) = 25.692  
p = .000         p = .066  p = .001   p = .000 
Graphic  F (1, 334) = .074        F (1,283) = 28.336 F (1, 277) = 1.314           F (1, 258) = 39.796  
p = .785         p = .000  p = .253   p = .000 
 
______________________________________________________________________________________ 
 
  Los Angeles   Washington  Chicago 
  Times   Post   Tribune 
Type  1995 2005  1995 2005  1995 2005 
  n=192 168  n=195 173  n=147 167 
______________________________________________________________________________________ 
Photo  .71 .64  .49 .73  .79 .71 
   
 
Graphic  .14 .37  .14 .29  .30 .43 
   
_____________________________________________________________________________________ 
Photo  F (1, 358) = 1.002 F (1, 366) = 9.982 F (1, 312) = .319   
p = .318   p = .002   p = .573 
Graphic  F (1, 357) = 23.661 F (1, 366) = 11.533 F (1, 312) = 3.598   
p = .000   p = .001   p = .059 
  
In sum, the research found that only one newspaper made statistically significant 
changes in the location of stories it published. No newspapers made statistically significant 
changes in the type of authors they published, but most increased their use of either photos or 
graphics. 
 
 
 
 
 
 
CHAPTER VI 
 
CONCLUSION AND DISCUSSION 
 
This thesis has attempted to determine if newspapers are adapting to a new media 
landscape by adjusting their niche and changing the type of content on their front pages. The 
growth of sports coverage on cable television and the Internet brings increased competition, 
and one could reason that newspapers would seek to separate themselves from the 
competition by offering their readers content that they could not find elsewhere. However, as 
the study shows, these seven newspapers are not trying to attract readers by offering more 
feature and analysis stories, more local stories, or increasing their use of staff writers. 
The research in this study has shown time and time again that the seven newspapers — a 
mix of large and small, national and North Carolina — are not making any systematic 
changes to their content. Each research question looked at a category of stories in two ways: 
whether a newspaper was changing the percentage of stories it ran in each category from 
1995 to 2005, and what changes each newspaper made to the space it gave each category of 
story. Yet almost none made statistically significant changes. 
Just two newspapers made statistically significant changes on both parts in any of the 
research questions. Only The Fayetteville Observer made statistically significant changes in 
both the percentage of stories and space given to stories for recap stories, feature/analysis 
stories, and refer-to-inside units. Only the Winston-Salem Journal made statistically 
significant changes in both the percentage of stories and space given to stories for local 
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stories, regional stories, and national stories. None of the newspapers made statistically 
significant changes in both the percentage of stories and space given to stories for staff-
written stories and wire stories.  
Even in the two cases where a newspaper made statistically significant changes, the 
changes were slight, and in the case of the Winston-Salem Journal, unexpected. The 
additional emphasis on feature/analysis stories The Fayetteville Observer was offset by a 
similar increased emphasis on recap stories, with both coming at the expense of refer-to-
inside units. The Journal increased the use of regional stories at the expense of local stories, 
when it was expected that newspapers would separate themselves from cable television and 
the Internet by emphasizing local news.  
A case might be made that newspapers are differentiating themselves from their 
competition through their graphic content, but the foundation for that case is hardly sound. 
Some newspapers increased the use of photos, while others increased the use of graphics. 
There were no patterns in which of the two were increased or the rates of change, leading to 
the conclusion again that newspapers are not reacting to cable television and the Internet by 
changing their content — graphic or otherwise. 
With just two statistically significant changes among the first three research questions, 
these newspapers seem content with the niche they occupy. So why then are newspapers not 
changing? The possible reasons for this can be separated into several categories, including 
ones that are niche-related and ones that are study-related.  
As Dimmick & Rothenbuhler wrote (1984), two conditions must be present for 
differentiation or displacement to occur.  “(T)he antecedent conditions for displacement or 
exclusion are (a) high overlap or competition between two populations and (b) the clear 
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competitive superiority of one population (p. 119),” they wrote. So if newspapers, the 
Internet and cable television do not share a high overlap, or if cable television and the 
Internet are not clearly superior to newspapers, then newspaper editors do not yet have a 
reason to differentiate the content of their pages to separate themselves from the competition. 
In terms of overlap, it could be that newspapers, cable television, and the Internet are not 
yet competing for the same resources. Cable television is most similar to broadcast 
television, which was introduced several decades ago. Newspapers have already spent those 
decades competing with television. Editors may look at cable television and see more of the 
same; perhaps they do not see a reason to change their newspapers to compete with cable 
television when cable television appears to be just an extension of broadcast television, a 
medium with which editors are already familiar. 
The Internet shares the printed word with newspapers, which gives it an intrinsic overlap 
with newspapers that cable television lacks. However, the Internet is in its infancy, and 
consumers, advertisers, and researchers are still trying to determine where it fits compared to 
other media — witness the lack of research, as well as some of the research topics, detailed 
in Chapter 2. Perhaps because the Internet is so young, it may still be searching for its niche. 
This can be seen in the different ways that newspapers have treated their own Web sites, as 
no one consensus business model for Internet has emerged. Some newspapers, like The Wall 
Street Journal, charge fees for access to stories, while others, like the Chicago Tribune, 
charge only for archived stories. Yet the Internet is still attracting more and more users, and it 
will become more attractive to advertisers if it continues to attract more users. Allowing 
more than 10 years between the two study years of 1995 and 2005 may allow time for the 
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Internet to find its niche and for newspapers to subsequently differentiate themselves from 
Web sites. 
Dimmick & Rothenbuhler also state in their definition of niche theory that one of the 
competing populations must be clearly superior to the others to displace or exclude the 
others. Here again may be another reason that newspapers have yet to differentiate the 
content on their pages — cable television and the Internet have yet to prove themselves as 
superior products. For one, cable television and the Internet both bigger investments in 
hardware. Cable television requires a television and monthly service; the Internet requires 
either a computer and monthly service, or the means to travel to a location such as a public 
library that offers free access. Given more time and better access, however, either or both or 
the two could prove to be superior to newspapers. Readers would leave newspapers behind, 
and advertisers would follow the readers, leaving newspapers with losses in two key 
categories: readership and advertising revenue. Then perhaps newspapers would have to 
differentiate their content. 
Cable television may never be considered superior, as it will never be “new” to 
consumers. Because broadcast television has existed for years, the idea of cable television 
seems more like a variation on an existing idea rather than a new idea. Therefore, consumers 
who already judged whether broadcast television is superior to newspapers may simply keep 
that same judgment when comparing sports on cable television to newspapers’ sports 
sections.  
The Internet, however, is unlike any other previous medium. It keeps many aspects of 
what makes a newspaper superior — the written word and ability to read at one’s leisure, to 
name two — but adds aspects that could be considered superior to newspapers. The Internet 
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offers the capability of dynamic storytelling by using multimedia presentations that are 
unavailable to newspapers. When a user accesses the Internet, the information is usually 
more current than that morning’s newspaper. And as the Internet continues to evolve, many 
newspaper readers could very well consider the Internet superior to newspapers. Already, 
readers are seeing how dynamic links and the ability to use sound and video in combination 
with text can change the reading experience. 
Several other reasons outside of niche theory may explain why the study showed no 
changes in content among the seven newspapers, and these could be addressed by future 
studies. First of all, it could be that newspapers are changing their content on the inside of 
their sections rather than their front pages. A comparison could be made with the Chicago 
Sun-Times, which decided in May 2005 that it would no longer publish a comprehensive list 
of market results. The newspaper’s publisher promised that its Web site would be enhanced 
by offering more investment tools to readers. 
“‘It’s a recognition that for a great majority of readers it’s redundant,’ said Sun-Times 
Publisher John Cruickshank. ‘It’s not an easy way to present the stock. It’s a whole lot easier 
to go on the Web’” (Dougherty, 2005). 
The financial tables bear a striking resemblance to the long lists of sports results in the 
inside of sports sections, such as box scores. Both the tables and the results are printed in 
agate type; both retell the previous day’s events in minute detail; readers can usually get the 
same information in a more general fashion from recap stories; and both used to be the only 
source for that type of information. It couldn’t be found on television or radio. Most 
importantly, both the tables and results are outdated by the time they reach the next day’s 
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readers, who already have the chance to go online and retrieve information that is more up-
to-date. 
No newspaper the size of the Sun-Times has announced any intention of eliminating 
sports agate type or information such as box scores. In fact, the newspapers in this study 
continued to run late box scores of games in 2005 — information that was at least 36 hours 
old by the time readers saw it. However, it may be that newspapers are running less sports 
agate type or reshaping the ways they publish it. For example, some newspapers may direct 
readers to their Web sites in lieu of publishing late information. These changes would not 
show in a study of front pages. 
Newspapers also may be adapting in the ways they present information and stories on 
their Web sites, which would not be reflected in this study. As mentioned in Chapter 2, 
Singer found that newspapers and their online counterparts had content differences; online 
products had a much stronger local orientation than print ones. This study found that 
newspapers were not concentrating more on local news in 2005, but as Singer’s research 
shows, it might be true that their online versions are. 
That fact opens up a new avenue of possible research. It could be that newspapers publish 
the same content to keep their traditional readers comfortable and to keep their traditional 
readers subscribing. Meanwhile, to attract readers who would be more accepting of changed 
content — the same readers who plausibly would be more likely to drop a traditional news 
source for a new source — newspapers could change the type of stories to fit that 
demographic. A subsequent study should compare several newspapers’ sites and front pages 
to see whether the content of the stories differs between the print version and online version. 
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Newspapers also may be reacting visually even if they are not changing their content. 
This study showed that most of the newspapers increased their uses of either photographs or 
graphics, but it did not take into account the size, location, or subject of the photos and 
graphics. Further studies could show that newspapers are using larger visual aids with more 
color compared to their Web versions.  
A different sample of newspapers also might show that newspapers are differentiating the 
content of their stories. This study used a cross-section of newspapers from North Carolina, 
as well as three national newspapers. It showed that North Carolina newspapers are not 
changing in response to cable television and the Internet. A subsequent study might examine 
changes in newspapers of similar sizes across the country to determine if North Carolina is 
representative of national trends or simply behind the times. 
What may shed the most light on why the newspapers did not change is some of the 
previous research cited in Chapter 2. Several studies showed that newspapers’ content did not 
react to competition. Bogart (1975) found that even as newspaper editors tweaked their 
pages’ content, their newspapers’ readership kept falling. Borstel (1956), Entman (1985), and 
Lacy (1987) each showed that editorial content varied little with increased competition. The 
research for this study was based on the idea that those studies were no longer operable 
because they did not reflect the changes in cable television and the Internet. Yet it appears 
from the study that those previous studies remain applicable. Newspapers faced competition 
in the past and did not adapt their niche by changing their content. Newspapers are facing 
new competition from cable television and the Internet in today’s world, and they continue to 
refrain from adapting their niche by changing their content. However, newspapers have never 
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faced challenges like they do in this present day and age, and it remains to be seen whether 
they will be able to maintain an unchanged niche. 
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